Sports Marketing by Kipouros, Chrysostomos
 1 
 
MSc in Management 
Name: Chrysostomos Kipouros 
 
 
Supervisor:  
Mrs Vasiliki Grougiou 
 
Dissertation Topic: 
Sports Marketing: Operational Structure – Foundation and 
Operation  
 
 
 
 
 
 
 
 
 
January 2011 
 
 
 
 
 
 
 2 
Abstract 
 
  
 
 
 
Sports marketing is the marketing activity relevant to the sport product.  The complexity 
and the special characteristics of the sport product set challenges that the marketing practice 
has to overcome as well as establishing the theoretical context of sports marketing. The 
operational structure of sports marketing is set by this theoretical framework and in a great 
extent it defines sports marketing’s applications. It defines the composition of elements that 
make sports marketing functional and it establishes the standards for effective marketing 
practice.   
The traditional marketing theory has to be revised in order to be successfully applicable for 
sports marketing practice. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 3 
Acknowledgements  
In recognition of their contribution towards the completion of this study, i would like to take 
the opportunity to present my thanks to the following: 
 
Firstly I would like to sincerely thank my project supervisor, MrsVaso Crougiou for her 
valuable contribution towards the project with the continuous support, advice and 
encouragement through the whole project. 
 
Moreover, I would like to thank my lecturers of the MSc program for the knowledge that 
they provided to me throughout the academic year, which was very useful and crucial for 
the completion of the project.   
 
Finally, special thanks to my colleague Thanasis Tsoulis for his valuable and unselfish help 
wherever needed. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 4 
Table of Contents 
 
Title Page………………………………………………………………………………..1 
Abstract……………………………………………………………………………….…2 
Acknowledgements…………………………………………………………………….3 
Table of Contents……………………………….……………………………………...4 
 
Chapter 1 - Introduction: 
1.1 Introduction................................................................................................6 
         1.2.Study’s aims and objectives ………………………………………………….8   
Chapter 2 – Literature Review: …………………………………………………..11 
2.1. What is sports ……………………………..…………………………............11 
        2.2. Why are sports popular? ………………………………………………….....11 
        2.3. The competitive nature of sports……………………………………………12 
        2.4. The sports industry……………………………………………………………13 
        2.5. The sport product……………………………………………………………..14 
        2.6. Why is there a need for Sports Marketing?.............................................16 
        2.7. The two dimensions of Sport Marketing……………………………………17 
        2.8. The process of Sports Marketing……………………………………………18 
        2.9. The Sport Marketing Mix……………………………………………………..19 
        2.10. The Sport Marketing Management Process……………………………...22 
        2.11. The role of fans……………………………………………………………...24 
        2.12. The role of sponsorship…………………………………………………….25 
 
 
Chapter 3 – Research Methods: 
3.1. Introduction.……………………………………………………………….…29 
3.2. Research Methods.…………………………………………………………29 
3.3. Primary Data…………………………………………………………………30 
3.4. Case Studies………………………………………………………………...31 
 
Chapter 4 – Analysis: …….............................................................................33 
 5 
4.1. Beckham vs Manchester United…………………………………………..33 
4.1.1. Why David Beckham is so popular?...................................................33 
4.1.2. Manchester United: A global brand……………………………………...34 
4.1.3. David Beckham: Abrand of his own……………………………………..37 
4.1.4. Beckham’s transfer: The Sports Marketing implications………………39 
4.2. The Borders Rugby Club……………………………………………………41 
4.2.1. Sponsors……………………………………………………………………42 
4.2.2. Marketing Strategy…………………………………………………………43 
4.2.3. Merchandizing………………………………………………………………48 
4.3. Diagoras FC…………………………………………………………………..50 
4.3.1. Marketing Strategy…………………………………………………………50 
4.4. Veria FC……………………………………………………………………….51 
4.4.1. Marketing Strategy…………………………………………………………52 
 
Chapter 5 – Findings and Discussion………………………………………….53 
 
Chapter 6 – Limitations and Conclusion 
6.1. Introduction……………………………………………………………………57 
6.2.1. Limitations on Methods……………………………………………………58 
6.2.2. Limitations on Findings……………………………………………………58 
6.3. Conclusion……………………………………………………………………59 
 
 
References…………………………………………………………………………...61 
 
Bibliography………………………………………………………………………….63 
 
Appendix ..........................................................................................................65 
 
 
 
 6 
Chapter 1: Introduction 
1.1 Introduction 
What is sports marketing? In general, it can be defined as the marketing activity that is 
relevant to the sports industry. Because sport industry is in itself a huge corporate industry, 
marketing activity is hugely important, touching almost every sporting activity. Of course, 
this is a very generalized way of defining sports marketing and more detailed approach is 
adopted later in this thesis. Sports marketing is the coefficient of two parameters that are 
relevant to marketing in the sports industry; namely the marketing of sport and the use of 
sport as a marketing tool. In other words, we could say that sports marketing is a branch of 
the marketing industry that involves the promotion of and the arrangement of sponsorship 
deals for sporting events, venues, teams, and individual athletes.( 
http://www.wisegeek.com) 
For instance, take into account the Olympics games that took place in Athens in 2004. The 
Olympics itself, was a huge “product” in terms of the exposure it  got, the visitors that they 
were attracted in the country that hosted it and the revenues that were generated. According to 
Michael Dracos of enet.gr, the construction program alone of the Sydney 2000 Olympics 
Games was £1.3 billion. The finance of this money was 60% from the local government and 
40% from the private sector. According to the same article 40000 people worked for more 
than 11 million hours in order to complete the construction of the sites. This should be 
considered as a investment in making a sporting event ( the Olympics), so there must be a 
return on that investment. Sports marketing is essential in making sure that there will be a 
return in that investment. 
. It takes just to think how many activities regarded as a sport activity. From the traditional 
sporting expression of track and field sports to bowls and archery.According to 
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Graham(2001) the sports industry is “defined as all the revenues that are generated by 
sports”. 
 
Sport as a financial activity is very powerful. There are premier league clubs that are in the 
London exchange and their economic success is based not only in the performance on the 
pitch but also in the sports marketing actions that they adopt, in other words their off field 
activities. For example, Manchester United took a promotional trip in the USA, last summer. 
Obviously, the officials of the club were trying to develop the Manchester United brand in the 
virgin North American football market. This summer’s trip was not only for the better 
preparation of the Manchester United squad for the championship, but also for the 
development and the welfare of the Manchester United brand. 
The operational structure of sports marketing is important in determining how marketing can 
function during a sport event and in an extent to that, how money can be generated through a 
sport event. That is a reason that many economists consider sports marketing to be in the 
theoretical context of event marketing.  
 
In this thesis, the operational structure of sports marketing will be examined. In addition, 
there will be cases studies and examples that they will try to highlight this operational 
structure. 
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1.2 Study’s Aims And Objectives 
The main aim of this thesis, as its title implies, is to identify and study the operational nature 
of sports marketing. This study will be focused on issues that emerge from the practice of 
sports marketing and it will attempt to define and analyze them. So, the aims and the 
objectives of this dissertation are: 
· To identify and analyze the operational structure of sports marketing. i.e. how does 
sports marketing function. 
· To identify and illustrate the role of sports marketing in the sports industry. 
· To research and analyze the issues that emerge from the function of sports marketing. 
For instance, ambush marketing as part of sports marketing. 
 
These aims and objectives result from the effort to define the framework in which sports 
marketing is set. Additionally, this study will try to verify how does sports marketing 
functions in terms of generating revenues and why it is so significant in being profitable in the 
sports industry.  
 
Sports marketing is the framework for taking advantage of sports and the revenues that were 
generated by them. Shank, (2001), mentioned that there is a confusing element in defining 
sports marketing:” this element is use of the term sports (plural) marketing rather than sport 
(singular) marketing.  "Sports" marketing connotes an industry of diverse and uncoordinated 
segments that have little commonality. Certainly each segment of the sport industry does 
operate independently and with minimal sharing of managerial practice.  However, if 
standardized management and marketing practice is ever to come to the sport industry, then 
at some point we need to conceptualize industry segments as a homogeneous entity. “ 
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It is obvious that Shank (2001) refers to the complexity that characterizes the sports industry 
and the need to generalize in order to come up with a sound theory. There is different way for 
marketing a football game than marketing a round of golf, although some of the marketing 
principles might be similar. So, how can Sports Marketing be defined? The same author gives 
a definition for Sports Marketing adapted from a standard definition of general marketing: 
“Sport marketing consists of all activities designed to meet the needs and wants of sport 
consumers through exchange processes.  
 Sport marketing has developed two major thrusts: the marketing of sport products and 
services directly to consumers of sport, and marketing of other consumer and industrial 
products or services through the use of sport promotions” 
  
This definition includes all the ingredients of sports marketing, direct and indirect services as 
well as the implication of the sports industry’s size. Shank (2001) implies that sports 
marketing is based on the traditional marketing principles and values and that it follows these 
principles mainly in the provision of direct services marketing( the marketing of sport 
products and services directly to consumers of sport). On the other hand, it involves the 
marketing of other products through sport promotions. That dimension of sports marketing is 
relevant to its other character. So, sports marketing has two dimensions: 
  
· The marketing of sports 
· Using sport as a vehicle to market other products 
 
 
For Shannon,(1999), the defining moment for Sports Marketing was the Los Angeles 
Olympics in 1984. According to the author: 
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“This was the first Olympics which depended entirely on private money, primarily major 
sponsorships, and not on public money. Whereas prior Olympic cities had experienced major 
financial losses, the Los Angeles Olympics actually generated a profit. Many sports purists 
have been highly critical of this practice of bringing corporate sponsorship to the Olympics, 
and even the Olympic committee reacted negatively to the level of commercialism.” 
It seems to be an opinion that is adopted by Schlossberg,(1991), as well: 
” The 1984 Los Angeles Olympics provided a big boost for sports marketing and is generally 
credited with starting the trend of sports marketing on a formal basis - turning athletics into a 
sponsored business “ 
 
The Los Angeles Olympic Games were the starting point of Sports Marketing’s emergence in 
the corporate world. In a way, it revealed to the financial world the potential that sports can 
have in terms of financial opportunities and how profitable they can be. It should not be 
forgotten that the 1984 Olympics games were unique for other reasons too. The whole 
Eastern Block had boycotted the games so they were broadcasted mostly on the TVs of the 
Western world.  These games produced the need to take the sports industry more seriously, 
the need to think more cleverly about exploiting the sports industry. Their contribution in 
manufacturing the current size and structure of the sports marketing was very significant. 
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Chapter 2: Literature Review 
2.1 What is sports? 
Without sports, there would not be sports marketing, so in order to examine the nature and the 
structure of sports marketing, they have to research and define the reasons that make people 
take up sports and why they are so keen on them. This is essential because it will contribute to 
understand the ways that sports can impact on people’s lives and the way that sports 
marketing can exploit this.  
 There is not a clear definition of sports. It seems that sport is one of those things that has 
“always” been around. It is widely known that sports were part of the lives of all the great 
ancient civilizations. It is well known that in ancient civilizations, sporting activities were 
popular and that were also sporting events, like the Olympics.  
According to Domi encyclopedia,  
“sports are a group of physical activities that their primary intention is to provide exercise 
for the humans”, (Domi encyclopedia,1998, Athletism , Volume 2, Athens) 
 
 
2.2 Why are sports popular? 
Sports offer a pattern for doing that, they offer a context where this natural need and property 
of the human nature can take place. It is healthy for a person to involve himself with self. For 
example, jogging was huge because of its contribution in burning calories and losing weight. 
This fact was used by sports manufacturers to create special running/jogging shoes for their 
consumers. Sports offer the appropriate environment for socializing and in many cases sport 
activities are a result of the need for socializing or having a hobby. For instance, people from 
work might go playing 5-a-side football as a form of bonding or socializing with each other 
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instead of going to the pub. So, there are social implications in the nature of sports except 
physical ones.According to Neirotti , (2001) 
“Sport is a universal phenomenon that crosses all the social, religious and language barriers. 
It is a common denominator that appeals to the masses…” 
So, when two different nations play against each other a football match, then this is 
something that appeals to both cultures no matter language, religion or ethnic origin. That is 
what makes sports so special and so universally popular. 
 
2.3. The competitive nature of sports 
Another reason that people start sporting activities is the competitive nature of humans. 
People feel the need to compete and feel in a way more superior to the others. The human 
nature has a natural competitive instinct and this need for humans to be competitive is 
satisfied by sports. According to the Assistant Professor of Sport Management in the 
University of Thessally, Mr. Kriemadis, sports can feed the natural competitive instinct of the 
human nature not only for the athletes but for the fans too. This is another dimension of 
sports, fans identify themselves with the athletes.  
This attribute of the nature of sports is possibly the most essential attribute in appealing to the 
masses. When fans identify themselves with athletes or teams, it generates special dynamics, 
from local to national and international level. For example, there are the passionate Scottish 
football fans, which are known as Tartan Army and follow the Scottish side wherever it has to 
play. There are the passionate Celtic and Rangers supporter, who is some cases they are 
fanatics about their team and they are very loyal to them. Thus, it is interesting to know how 
fans identify themselves with their clubs. Celtics are having on their side the Catholics and 
Rangers on the other hand, the Protestants. It’s not just a matter of religious following. This 
rivalry depicts the ethnic origin of the supporters, Irish for the Celtic ones and English for the 
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Rangers. It is quite the same in Liverpool with Liverpool F.C. and Everton F.C. For the 
Evertonians, their nickname is Toffees, something that is referring to their social class and in 
some cases it distinguishes them from the Liverpool supporters.  
 
An additional reason for the popularity of sport today is the way that sports can entertain the 
spectators. The spectators/fans have always been hooked on watching sports; that happened in 
the ancient Olympics; it happened in the Roman Empire where people were hooked on the 
Colosseum etc. 
The question that has to be answered is why people find sports so entertaining. One reason 
maybe that people, i.e. the fans identify themselves with the sports actions. Sports events 
offer entertainment because of what is on offer. It is admirable to watch a diver diving from 
10m by doing amazing things in pure harmony or a ice skater doing the same during sliding 
in the ice. So, in the first place sports are entertaining because they are a good thing to see. 
The primary reason that a spectator watches a sport event is because it is attractive to the eye.  
Then, they can be entertaining because of this psychological identification and connection 
that exists with the fans. For instance, it always feels good for a Celtic supporter when their 
side beats Rangers.  
These are in general the main context of the reasons that people take on sports.  
 
2.4 The Sport Industry 
An attempt to simply define the sports industry is by saying that every business activity that is 
related to sports is part of the sports industry. According to Shannon, (1999), sports industry 
represents the eleventh largest industry in USA. This can highlight the size and the 
complexity of the sports industry as well as its unique nature.  
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 This framework of defining the sports industry can embody its components. 
·    it includes sports-related media which pay in order to broadcast sports events, like TV 
channels and radio stations. 
·    It includes media that their publication is dependable on sports or a specific sport, like 
Total Football. 
·    It includes sports organizations from sport clubs to sports committees, like Arsenal 
F.C. and the IOC(Internal Olympic Committee), sponsorships, athletes and sports 
events . 
·   It is not only the number of the sports that makes the industry complicated, it is also 
the nature of each sport and  every sports implications.  
 
Just to realise the size of the sports industry, it is worthy to mention some figures. Graham, 
Neirotti and Goldblatt, (2001), claim that: 
"Over the past decade the global sport industry has dramatically grown and is estimate in 
$500 billion world-wide. New York City alone claims that the economic impact of the sport 
industry is $6.9 billion, which includes sports related media, organisations and events". . 
 This figure represents the sports industry at total. For instance, according to the fourth 
Deloitte and Touche Sport Report the combined income of the twenty richest clubs in 
football, broke the billion pound mark in 2001. 
So, it is easy to understand that this is a huge industry with a lot of competition for getting a 
chunk of this money. 
 
2.5 The Sport Product 
From the above, it is derived that in the sport industry every sport can be considered as a  
“product”. It is the so-called sport product, which is defined as a fundamental element of the 
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sports industry and it is probably the main reason for its complexity as well as its size. The 
sport product is not only meant to be sold to the fans/consumers. According to 
Mason,(1999),: 
“Sports teams unite to produce a league product that, while initially is produced to provide 
entertainment for spectators, is now sold to four distinct groups: 
·   fans who support leagues by attending games, following games on television and 
other media, and purchasing league- and team-related merchandise 
·   television and other media companies which purchase the right to show games as a 
programming option;  
·   communities which build facilities and support local clubs;  
·   corporations which support leagues and clubs by increasing gate moneys, purchasing 
teams outright, or providing revenues through sponsorships or other associations.” 
 
The above quotation sets the framework that the sport product and industry are taking place. 
From a financial point of view that multidimensional shape is translated in the flexibility of 
the sport product in generating money. In terms of simple marketing theory,  it means that the 
marketing activity can be at business-to-consumer level as well as business-to-business level. 
This demonstrates the marketing versatility of the sports product within the sports industry. It 
means that the sport “product” is appealing to both levels.  
According to the same author: 
“ professional sports provide a unique environment for marketing decisions and processes to 
occur, in a number of markets and at a number of levels, and should continue to be a growing 
segment within the broader, global, entertainment industry.” 
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In other words is the Premier league the sports product or the Leeds United F.C. It is both. 
For instance, when Leeds United F.C. has a game that is a Premierleague game. Leeds United 
F.C. generates money by that game; from game receipts; advertisements; sponsors; 
merchandizing. In this case Leeds United F.C. is a product because it offers to the 
fan/consumer certain things like entertainment from the teams football games, possible 
satisfaction when the team performs good etc. 
 
 On the other hand this game is televised to fans that are not able to watch the game. The 
directors of the Premierleague have made deals about the TV rights and the Premierleague 
games are televised worldwide to a consumers/fans basis that are interested in watching them. 
By this broadcast huge revenues are generated. So, the Premierleague is itself a product too; 
that has to make sure that  offers something to the consumer that satisfies him; like 
competition in the league, highlights from the football games and football action.  
 
2.6 Why is there a need for Sports Marketing? 
Sports have social and political implications. But their most important side nowadays, is their 
economic and financial side. The sports world is a world of performance, not only on but also 
off the pitch. There is a lot of competition in trying to get market share. Sports marketing is 
the  practice that enables clubs, leagues, sport committees etc to achieve higher market share. 
It follows the basic marketing concept, that the way a product is marketed is essential in the 
success of the product. This marketing concept regards the consumer as the key element in 
the success of the product, in other words it tries to keep the customer satisfied.  Schlossberg 
argues that ideally sports marketing:” consists of activities designed to meet the wants and 
needs of sport consumers”. (Schossberg H, 1996, Sports Marketing, London, Blackwell) 
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This is sports marketing’s essence, to meet the demand of the sport’s consumer. From the 
above, it is easy to comprehend the size of the sports industry and the part that sports play 
today.  
 
2.7 The two dimensions of Sports Marketing 
As it was mentioned above there are two dimensions in sports marketing: 
1. The marketing of sports 
2. Using sport as a vehicle to market other products 
 
These two dimensions of sports marketing do not conflict, and are in a way dependent upon 
one and other. However the latter is a continuation of the first one . The first dimension sets 
 the foundations for marketing exploitation and the second one fulfils the marketing 
opportunities. So, there is case that both of these dimensions can take place in the same time 
and normally this is what happens in the reality.  
For instance, the UEFA Champions League. This is a football tournament that is being held 
by UEFA( that is the European Football Federation) and in which the best teams of each 
country participate. It is a glamorous competition and it generates a lot of money, both to 
the participants and the organizers. UEFA markets Champions League as the ultimate 
competition, where the best teams of Europe participate and there are high TV ratings. 
Sponsors regard Champions League as a marketing opportunity to promote their products 
throughout Europe and this is a huge client basis. This is reflected in the calibre of the 
companies that act as sponsors of Champions League. According to the UEFA official 
website, the official sponsors are Amstel, Playstation 2, Ford and 
Mastercard.(www.uefa.com) 
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The participating clubs feel the need to compete in Champions League because of its rewards 
and the publicity they get, hence the product development opportunity that Champions 
League offers.  
 
So both of them involve elements of sports marketing such as sponsorship, big venues, TV 
rights and so on. Their main difference is the use of sports in marketing. In the first case, 
sport is what is being marketed to the consumers whereas in the second, sports are use as a 
marketing tool. Neirotti, Goldblatt and Graham(2001) argue that “sports (events) marketing 
includes the organization, marketing, implementation and evaluation of any type of event 
related to sport.”  
 
This is a more general but equally meaningful definition. They generalize regarding what is 
included to sports marketing but they introduce terms such as implementation and evaluation. 
They try to enclose the whole essence of sports marketing in just the existence of the sport 
event itself. So, as long as there is a sport event to take place, so do and marketing 
opportunities. They take under consideration the whole spectrum of the dynamics that can be 
generated by sports. The evaluation helps to justify if the organization and the marketing were 
appropriate. They don’t distinguish the character of sports marketing in terms of how it can 
use sport in the marketing process but they emphasize on the functional structure of it.  
 
2.8 The process of Sports Marketing 
There is a lot of discussion on the role of marketing in manufacturing stereotypes, role models 
and icons available to use in the market. Another debate of sports marketing is how important 
it can be in the success of a sport organization. For example, there is the David Beckham 
debate some years ago, the well publicized David Beckham saga. 
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 Sports Press claimed that his transfer from Manchester United to Real Madrid for £25 
million was not for his football abilities but for his marketing ones. Real Madrid as well as 
being a successful football club is, is also a very successful brand, with its own TV channel, 
huge merchandizing revenues and gate receipts. The problem was that although the club was 
very popular and marketable in Europe and Latin America, it was relevantly unmarketable in 
Asia. 
 On the other hand, David Beckham has huge appeal in the Asian market where he has a very 
strong fan base. Indeed, David Beckham is a well known as much as a footballer as for his off 
field activities. In an article in Times in June 2003, Peter Gantolfi, the head of sports 
marketing at Nationwide, said: 
” this is a not a straightforward agreement between two football clubs. We are talking about 
the move of a commercial colossus”.  
According to the newspaper, the credit for his transformation in marketing phenomenon goes 
not only to his media-savvy wife Victoria Beckham but to his advisers at SFX, the sports 
marketing agency that was responsible for his transformation from a promising young 
footballer to a worldwide icon, which’s estimated value is approximate £55 million pounds. 
There will be more mentioned about this case later in this dissertation. 
 
2.9 The Sport Marketing Mix 
In the context of the traditional marketing theory, marketing mix is also very essential in 
sports marketing. Marketing mix or as it is else known as 4Ps (price, place, product, 
promotion) was firstly defined by Borden (1964) and it is the combinations of four major 
tools of marketing.  
Brassington and Pettit argue that it is about is: 
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“Developing and implementing marketing activities that actually deliver something of the 
value to the consumer. The means by which these ideas are turned to reality is the marketing 
mix.” Shank (2001) believes that there are 5Ps in the sports marketing. The four traditional 
ones(price, place, product, promotion) but also he believes that because sport enjoys so much 
media attention. Public Relation should be treated as a separate P. Normally PR is considered 
to be part of the promotion. His argument seems to be based on the importance of the media. 
PR  is a special part of promotions in sport, has an obvious effect on product image and 
position. According to Shank:”but to a much greater extent than promotional efforts such as 
advertising, which the marketer controls, public relations efforts rely on the goodwill of the 
media.” 
 
Westebekk(2003) mentions a very useful example of the way that public relations work in 
sports marketing. “Nike earned a good reputation in the late 1980s and early 1990s for its 
innovative advertisements and promotions. As Nike became the 500-pound gorilla of sport, 
the media focused on troubling aspects of Nike's labor practices in the Asian factories where 
its products were made.  No matter what data Nike offered about the relative value of its 
wage scale, no matter how many celebrities returned satisfied from inspection tours, Nike 
could not seem to win on its own turf of media images.  To make matters worse, in 1997, Nike 
was further burned by distribution of a new "Nike Air" model that outraged Muslims, who 
saw a resemblance between the flame shaped image on the shoe and the Arabic word for 
Allah”.  
This example shows how sensitive the industry can be and how important is the use of public 
relations in the sports marketing mix. There was a similar case in NBA. Kobe Bryant is one 
of the most prolific players in the NBA and member of the USA national team. He has lots 
advertising contracts and endorsements with companies like Adidas. He was thought to be an 
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ambassador for the game and the companies that he used advertise. The problem is that he 
was being accused that he raped a girl. It is easy to understand the negative impact that this 
can have in his public image in general and in extent to that at the companies he advertises. 
 
Graham, Neirotti and Goldblatt(2001) regard sports marketing as a form of event marketing. 
They adopt the theory of Ton Bil, director of De Productieven Effective Marketing and 
Publicity, that there are 5Ps of sports(event) marketing: 
 
· Participation, which refers to having your consumers attend the event and actually 
interact with the company during the event. 
· Product and brand experience, which involves distributing samples during the event. 
· Promotion, which involves generating media exposure 
· Probing, which involves conducting research before, during and after the sport event. 
· Prospecting, which implies that companies should approach sports(event) marketing 
as a long term commitment to effectively see returns on investment. 
 
An indicating model of the sports industry will be to try to get the consumer to watch the 
sport event, in other words to “buy” the sports event Focusing on this participation and its 
prospects is thought to be an indispensable part of the sports marketing mix. Pricing, in this 
case is part of both of participating and probing. Price or the value for money that the 
consumer gets are importance in order to participate in the port event. In probing, research is 
conducted and the consumer/fan can express whether he/she is happy or not with anything 
that has to do with the sport event, including price. 
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All these are important in trying to understand customers’ needs and meet their standards. A 
more radical view is that marketing in some cases creates customers’ needs and that can be a 
case in sports marketing too. But the important issue is customer satisfaction.  
 
2.10 The Sport Marketing Management Process 
The marketing management process is important in developing a successful marketing 
strategy. A successful marketing plan is elementary in developing a successful marketing 
strategy and policy. Marketing management ensures that the marketing plan is followed and it 
can be adjusted to the needs of the marketing policy.  In sport, marketing planning and 
management is important too, but the question is if there are any special characteristics 
because of its special nature. Shank (2001) provides a model considering the specialties of the 
sports marketing mix. 
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According to Shank (2001):  
“As the figure suggests, a marketing plan aligns tactical details and operations with broader 
organizational strategy). To use a sport metaphor, tactics are the offensive and defensive 
plays of sets, used for various situations that collectively make up a strategic game plan for 
victory.” 
 
Analyzing the figure, there are two elements that are in focus: the strategic and the tactical 
components. The strategic components are relevant in setting the theoretical framework of the 
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marketing plan. On the contrary, the tactical ones refer to the practical application of the 
theoretical framework. In both cases, certain things are taken into consideration.  
· Feedback and evaluation are important in managing the marketing plan as well as 
establishing the appropriate marketing horizon.  
· Market research is also taken into account as a basic piece of marketing management in 
creating the suitable marketing strategy.  
· Controlling the components of the marketing mix enables to control the market function 
as well.  
In conclusion, this overview attempts to present the whole extent of components that have a 
role in the sport marketing management.  
 
2.11 The role of fans 
Previously in this thesis it was mentioned the special bond that connects the sports 
fans/consumers with the sport action. This special bond that is developed among the sports 
fans/consumers is critical in the way that a sport event can be marketed and promoted. 
According to Hunt, Bristol and Barnshaw, (1999), “Discerning sports fans' motives and 
predicting their behavior is important to sports marketers.” 
 
There is a very simple reason that explains that opinion. For a marketer, understanding and 
predicting, his/her clientele makes his/her life easier in marketing a product because he/she is 
in the very important position that he/she is aware of the customers’ needs. Fans/consumers 
display their love for a team or an athlete through certain behavior. Also, this behavior can 
classify their fan status, how fanatic or how devoted they can be. This behavior can also be 
the main thing that is being targeted by marketers.  
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For example, merchandising is one of the methods that seem to exploit this behavior. Take for 
example, a very loyal Manchester United fan. As his team reaches the Champions League 
final or the F.A. cup final, new merchandise is offered by the team, which is associated to the 
success of the team playing for the final. Reaching at these stages of this competition is 
special both for the fan as well as for the team. The new merchandise tends to exploit the 
feeling of the fan/consumer that by attending the final or having something that is relevant to 
the final, he is taking part in something special for him and the team. 
 
Schlossberg,(1991), also believes that sports marketing is primarily  based on the special 
bond that fans have for their teams or athletes.,  
“Sports marketing works because of our powerful emotional attachments with teams and 
athletes”It is simple why fans are regarded as the moving power in sports marketing. Sports 
are entertainment and without fans/spectator, it would mean that they have been useless. So, 
in a way there is a dependable relationship between fans and sports. They both need each 
other. 
 
2.12 The Role of sponsorship 
The role of sponsorship in sports marketing is pivotal. Sponsorship is an indispensable part of 
the sports industry and sports marketing for the simple reason that it is a very useful tool of 
marketing as well as a very important way of generating resources. According to IEG 
sponsorship report, sponsorship is the fastest growing form of marketing. Additionally, 
Dolphin(2003) indicates that:  
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“sponsorship has moved away from being a philanthropic approach to communication and 
has taken a key role as a strategic approach to marketing (and thus corporate) 
strategies”Gwinner and Swanson (2003) believe that:  
“Sport is a natural area for sponsorship as it can carry very strong images, has a mass 
international audience, and appeals to all classes. ” 
At the present, sponsorship has been a significant element in sports marketing. Sponsorship 
can be identified in every form of sports activity, from major tournaments to children 
sporting events. It is a form of marketing that all the major corporations use, as it is shown in 
an index of the Top 10 TV sport sponsors in USA by the sportsbusinessdaily.com 
 
 
 
 
 
 
 
RANK COMPANY 
1 Anheuser-Busch Inc 
2 Chevrolet Motor Division 
3 Ford Motor 
4  Visa Intl 
5 IBM 
6 Coors Brewing 
7 Miller Brewing 
8 Nike Inc 
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9 American Honda Motor Inc 
10 Coca-Cola USA 
 
From the above table several conclusions come out. All the companies in the table are global 
well-known companies that face a lot of competition and use advertisement heavily in their 
marketing strategies. There are four companies that are involved in the drinks industry and 
that can be explained by the simple fact that fans/consumers normally drink something when 
they watch a sport on TV. 
According to Burton, Farrely and Quester (1997), there is the term, sponsorship-linked 
marketing, that indicates the reasons that sponsorship is used as a mean of marketing and ” 
includes the deliberate attempt to utilise sports sponsorship as the foundation for the selling 
proposition and the basis on which marketing activity is developed” 
 
So, in other words sponsorship’s contribution is epitomised in setting the marketing 
framework in which, the marketing activity will be based. Sponsorship takes into account the 
fact that offers direct identification. For instance, when a company takes on as a sponsor for a 
sport event or a sport club, it can be identified with this event or club and the fans recognise 
the sponsor as a important factor in the success of this club. Also, the selection of what will 
be sponsored is important too. Schlossberg,(1996), provides a very illuminating examples. 
According to the author “Campbell Soup sales were hugely increased in 1994 because of the 
impact that Tonya Harding-Nancy Kerrigan saga had. These two were both members of the 
US Olympic figure skating team. In order to assure the gold metal Harding use underworld 
associates to break the knee of Kerrigan. After the incident Campbell Soup, a sponsor of the 
US figure skating team and Kerigan itself, saw a reversal in its red-and-white-can soup, 
heightened all along by the build up to the Olympic showdown and Kerrigan’s silver 
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medalwinning performance. With Kerrigan all over the tube in commercials for Campbell 
and making personal appearances for the company and endorsing recipes and nutrition tips, 
Campbell sales skyrocketed. When the Olympic aura and controversy wore off, sales levelled 
off again” 
 
This example illustrates the power that sponsorship can have in the success of a product. 
Fans/consumers identify themselves with the sponsor for the simple reason that the identify 
themselves with the sports action and in this case with the injured Nancy Kerrigan. So the 
dynamics of sponsorship are relevant to the dynamics of the sports action itself, in a way 
there can be fan identification. Of course the same fan identification can happen through other 
forms of sponsorship, For instance, the Flora London Marathon. Flora is a butter-like spread 
but it is more healthy than butter. By being associated with London Marathon, it emphasises 
on this attribute and consumers perceive Flora as a healthy product. (Schossberg H, 1996, 
Sports Marketing, London, Blackwell) 
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Chapter 3: Research Methods 
3.1 Introduction 
In order to examine and understand, the way sports marketing operates, certain methods had 
to be used. Qualitative research methods were used for data collection and analysis and more 
specifically in-depth interviews. These methods attempted to satisfy the aims and the 
objectives of this paper as well as answering the research questions.  
There is a variety of reasons that we preferred qualitative research instead of quantitative. 
Quantitative research involves the collection of information that is measurable or quantifiable 
and is not open to the same level of interpretation as qualitative research. The success of 
quantitative research depends partly on establishing a representative sample that is large 
enough to convince researchers that their results reflect the wider population. 
On the other hand, qualitative research focuses more on interpreting results and information 
gathered from people’s opinions or from observational research for example, where there is 
no intention of establishing statistical validity. Furthermore, qualitative research measures a 
small sample of people’s insights, while quantitative research provides information from a 
larger sample.  
 
3.2 Research Methods 
One of these methods that were used was the review of relevant literature. An essential 
reading of textbooks and articles, relevant to sports marketing provided the basis on which the 
research was focus. The literature review was focused on trying to explore, understand and 
answer the framework that it is set by the objectives in this paper. It focused on the sports 
marketing theory and it tried to emphasize on the special characteristics of the operational 
structure of sports marketing, it highlighted any difference from the context of the traditional 
marketing theory. So, there was the exploration of key points of the traditional marketing 
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theory such as the marketing mix. The literature review was consisted by specific textbooks 
as well as articles from newspaper and journals that have a association with sports marketing   
In conclusion, the literature review attempted to analyze main issues of the operational 
structure of sports marketing, and involved the works of established authors in the field of 
sports marketing. 
 
Another method that was in use was observational research. Observational research is the 
gathering of primary data by observing relevant people, actions and situations. This method 
was enabled by observing the media and in general everything that it is involved in the sports 
economy, like sports events, advertisements, transfers, contracts, etc. Taking into account the 
hype and the overexposure of the sports people and sports economy in the media, then this 
method contributed significantly in collecting data. Another attribute of this method is that it 
provided up to date information. (Brassington F. and Pettitt S., 2000, Principles of 
Marketing. 2nd Edition,  Financial) 
 
3.3 Primary Data 
In trying to achieve that a variety of research methods are going to be used. In-depth 
interviews took place with Mr Pavlos Eleftheropoulos, the general manager of Veria F.C, 
which is a professional club and with Mr George Parousis the president of a semi-professional 
Greek football team, where sponsorship is also essential for the club’s survival. In this way 
the research focused on defining the key ingredients of sports marketing’s operational 
structure and observing them through different sizes. Moreover, in-depth interviews took 
place in Edinburgh with Mr Richard Woolam, the marketing director of the Borders rugby 
club. In these in-depth unstructured interviews, issues of sports marketing were examined and 
there will be a comparison between the two teams. In this way, a substantial extent of 
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applicable sports marketing practice had been observed and examined. Also, there was the 
observation of the sport industry itself in order to diagnose sports marketing practices that 
were worth of mention.   
The main reason that in-depth unstructured interviews were selected is the depth that can be 
explored and the ability to push the respondent on meaning and accuracy. Personal 
interviewing is also quite flexible and can collect large amount of information. Moreover, 
trained interviewers can hold a respondent’s attention for a long time and can explain difficult 
questions. They can guide interviews, explore issues and probe as the situation requires. Their 
main disadvantages are the sampling problems and that they are costly. Personal interviews 
may cost about three times more than telephone interviews. 
Group interviews also took place of twelve people, dividing in two groups, consisting of three 
players, two assistant coaches and three fans of each club. The reason was to discuss and 
obtain better insights of different points of view. Group interviews are low-cost and we 
collected interesting information of the players of the clubs and how the customers-fans 
perceive the concept of the product-football. 
In conclusion, these research methods were relevant and dependent on our research objectives 
and research design. And their main intention was to address the research objectives 
 
3.4 Case Studies 
Case studies were used in order to illustrate the operational way of sports marketing. One of 
them studied the David Beckham saga. It was relevant to David Beckham and the fuss that his 
transfer from Manchester United to Real Madrid created in 2003. Many believed that his 
transfer was product of his marketing ability rather than his football skills. It was examined 
how this marketability of David Beckham created and what his financial impact in his new 
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club was. This case study attempted to show how sports marketing can interfere with sports 
and how pivotal that can be. 
 
Another case study was the close examination and marketing analysis of the Veria FC club. 
This is a professional football club with a specific marketing plan that can offer a variety of 
sponsorship and advertising options to anyone interested. The main intention of this case 
study was to illustrate the operational structure of sports marketing in an established 
professional football club. In other words, it attempted to illustrate the way that marketing 
works in a sport club. A very helpful two hours in-depth interview with the club’s general 
manager Mr. Pavlos  Eleftheropoulos was extremely useful in this case study. 
 
One more study was the examination of the Diagoras FC, a Greek semi professional football 
club. This case study was in the similar context as Veria’s one. It attempted to illustrate the 
role of sports marketing in a sport’s organization wellbeing, because of the different sizes in 
terms of fans and marketability of the two clubs, this case study assisted on trying to compare 
different approaches of sports marketing. In this case study too, there was a very useful ninety 
minutes in-depth interview with the club’s president Mr. George Parousis. 
 
The final case study was the marketing analysis of the Borders rugby club. This is a 
professional rugby club located in the Scottish borders. 
Finally, these case studies were compared in order to support how pivotal the size of a sport 
club can be in its marketing operations.  
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Chapter 4: Analysis 
4.1 Beckham vs Manchester United 
David Beckham is arguably the most famous sport personality in the world. His popularity is 
not only because of his on pitch activities, but his off pitch ones too. Sports analysts insist that 
David Beckham is a sport phenomenon because of his high degree of marketability as well as 
his sport ability. 
In this case study, it will be examined how marketable David Beckham is and how this 
marketability has been created and exploited. In terms of the sports marketing context, it will 
examine the way that sports marketing operates. 
 
4.1.1 Why David Beckham is so popular? 
One of the main reasons that have contributed to Beckham’s popularity is his excellence in 
his profession, he is a footballer. He used to be part of Manchester United, which is the 
richest football club in the world. His position is in the midfield and the trademarks of his 
game are the pinpointed crosses and free kicks that he produces during the games. In his first 
full season with Manchester United, he was awarded the Young Player of the Year award as 
well as winning the goal of the season award. Soon he started getting media attention and the 
media frenzy started when he started dating and finally getting engaged and married to 
Victoria Adams, member of the then biggest pop band Spice girls. The couple has been 
overexposed in the media since. Media have been a very influential factor of Beckham 
popularity. Beckham is not very media-friendly in terms that he is giving interviews all the 
time. But he is always in position in keeping the media very interested in him. Beckham‘s 
life seems to be always in the microscope, not only in the English press but also in the 
international one. Media are always interested in having features on Beckham. 
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If Beckham is considered as a product, then his marketing mix will be definitely in the 
context of Shank’s sports marketing mix(5Ps). PR have a very strong effect in his popularity 
and in extend to that to his marketability. 
 
In the summer of 2003, he moved to Real Madrid, one of the world’s biggest football club 
and the most successful in the recent years. As well as a Real Madrid player, he was also 
captain of the English national side. He managed to reinforce his image by the high profile 
lifestyle that he adopted as well as giving a new dimension to the way that footballers and 
athletes were seen. According to the Sports Illustrated columnist Frank Deford, the main 
factor that makes Beckham so appealing is that his an un-athlete.  
“The very prototype of the modern, sensitive male, the metrosexual. Beckham does not afraid 
to be the man in the kitchen and the nursery as well as the boudoir and he has even aligned 
himself with homosexuals, posing for a gay magazine cover. But then little girls loved him 
and so do older women as well as those ordinary soccer lads having a beer down the pub. He 
is that rare celebrity jewel, who reveals different facets to different types of fans.” 
 
So his popularity is a product made by a combination of elements that each has its own 
appeal. He is a very good footballer, he is a very handsome man, he is a loyal husband and 
father. This is his greatest marketing asset, the multidimensional versatility of his image 
which makes him appeal to different people for different reasons. 
 
 
4.1.2 Manchester United: A Global Brand 
Another significant factor that contributed to Beckham’s popularity and fame is that he was 
part of the Manchester United team, and mainly part of the team that made United the best 
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footballing side in Europe, by winning eight English championships in the last eleven years. 
Many will argue that almost every Premierleague footballer is in the spotlight but Manchester 
United has always had different dynamics.  
 
This has resulted by the team’s special and sentimental history. In the 1960s when United was 
a very successful team and ready to win the European Cup, a plane crash killed almost all the 
team except the manager and few youngsters. The team then rebuild and managed to win the 
European Cup few years later, which resulted in making one of the most known sport 
fairytales.  
 
Manchester United is not just any football club. This is the richest football club in the world 
and a club that epitomizes sports marketing’s importance in sports today. The club’s turnover 
in 2006 was £146.1 million with an operating profit of £33.9 million. 
 
The above figure shows the turnover breakdown and depicts the structure of Manchester 
United’s operations as a brand. It is obvious to diagnose the versatility that the club as a brand 
has. Matchday and media operations seem to have an equal contribution to the brand’s 
turnover. Merchandizing is impressively the least contributional part of  this breakdown but it 
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still generates £10.2 million of the total revenue. Peter Kenyon, Manchester United’s chief 
executive epitomizes the club’s operations in the team’s official website: The business of 
Manchester United is built on the three strong foundations of football, fans, and media. 
Football is our core activity; the fans are our greatest asset and the media the most effective 
means of bringing the two together.” 
 
It is regarded as the club with the most fans worldwide. According to Bloomberg Roadshows 
in association with Manchester United Plc, the estimate fan base of Manchester United is at 
least 54 million. According to the same source Manchester United is not just a football team 
but also a global brand with five Man Untd megastores in Far east, its own TV channel, radio 
station, website, museum and provision of financial services. The Manchester United brand 
offers financial services to its fans like loans, credit cards and insurance, intending to exploit 
the special bond that there is between the fan and his team.  
 
The Manchester United website indicates that there were 200000 visitors in the teams 
museum last year and there are 46000 Manchester United credit cards holders. The team 
signed a T-shirt sponsorship with Vodafone for £30 million for four years. Additionally, the 
team has 10 official sponsor. It is the team that participated in a Pepsi commercial and made a 
movie for the clubs route to success.  
This is an organization that has comprehended how pivotal the proper use of sports marketing 
can be. It exploits in full the special bond that there is between fans and the team as well as 
taking advantage from the myth that surrounds the team.  Manchester United was the first 
European team that realizes the full extent that the football dynamics have and managed to 
exploit them. 
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 As a potential buyer of the club, the media mogul Rupert Murdoch said: 
“Sports absolutely overpowers film and everything else in the entertainment genre, football of 
all sports is number one”  The club’s use of sport marketing is essential in pointing out how 
important it can be in the success for the club as well as for the investors. In previous chapters 
of this dissertation it was examined the sport marketing mix. This is a case where sports 
marketing is based in the context of event marketing and adopts its theory that there are 5P. 
(Probing, product and brand experience, participation, promotion, prospecting) in the 
marketing mix instead of 4. In Manchester United’s website it is mentioned that almost every 
game is sold out and there were 680 non-sporting functions in Old Trafford last year.  
In conclusion, it is a team that has a very strong marketing plan and it has been impressively 
successful both in football and financial standards. 
 
 
4.1.3 David Beckham: A Brand Of His Own. 
David Beckham was the most popular player of that team. It was an idol-icon that the 
Manchester United brand made sure that its presence was fully used from the club. When 
Beckham and his advisors had showdown talks with the club’s officials for extending his 
contract in 2002, an additional £25000-per-week was agreed allowing the club to exploit his 
image right as well as £70000-per-week as his salary.  
 
His popularity was product not only of his ability to make excellent crosses but for his 
hairstyles, sense of style, fleet of cars that he owns and in general for his lifestyle. As it was 
reported in the press at that period, when David Beckham changed his hairstyle and shaved 
his head in 2001, there was an impact of approximately £30 million in the British economy. 
This resulted by the influential ability of Beckham in setting trends. His then haircut cost 
 38 
around £25 to get as well as having grooming products. On the contrary shaving his head 
meant that this was the cheapest haircut you can get and it was a hairstyle that did not demand 
any grooming products. This can depict how dynamic sport idol Beckham is.  
 
Also he was the player with the biggest appeal, especially in the huge Far East market where 
Manchester United has 5 megastores. Far East’s obsession with Western stereotypes is well-
known. Manchester United as well as David Beckham’s popularity and appeal in the Far East 
meant that both parties benefit. Manchester United in sales and merchandising and Beckham 
in getting sponsorship contracts.  
 
 Beckham’s popularity was masterminded by SFX, a sport agents group that realized 
Beckham potential. The fact that he is a devoted sportsman, loyal to his family and living a 
healthy lifestyle meant that he would be appealing to broader masses, and this was entirely 
used by his advisers in creating the David Beckham brand. But what is the David Beckham 
brand? 
 
It is every commercial activity that has financial connections with Beckham. In other words, 
it is every licensed commercial activity that exploits the image of Beckham. It is the brand 
that takes full advantage of Beckham’s influential popularity. In order to understand how 
dynamic this brand is 30 Japanese companies chased Beckham after the 2002 World Cup(The 
Times, 8/6/2003). Most of them backed off when they learned his demands, £2.5 million, 
more than double the rate of Tiger Woods.  
 
He has endorsements from companies like Vodafone, Adidas, he has his own clothes line in 
Marks and Spencers and Pepsi, and he has inspired a movie Bend it Like Beckham. 
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4.1.4 Beckham’s transfer:  the sports marketing implications 
So Beckham was one of the best things that could happen to a football club. A very talented 
and good player on the pitch and a very high-profile, profitable and commercial of the pitch. 
There was not any particular reason that a club would want to sell a player with such abilities.  
Many analysts claim that the main reason for his transfer was because the Beckham brand 
was becoming bigger than the Manchester United one. According to the Sunday Times, in an 
article by P Sharkey in 8/06/2003., the Beckham brand was valued at £60.5 million and it was 
getting bigger by preparing to conquer the American market. 
 
In the summer of 2003 Beckham end up being transferred to Real Madrid for £25 million. 
This transfer was resulted after marathon talks between Manchester United , Real Madrid and 
Barcelona, the other club that was interested in getting Beckham and it was the main storyline 
in the press worldwide, known as “the David Beckham saga”.   Many analysts believed that 
David Beckham is a bargain in that price. In addition, surprising was the fact that Manchester 
United had given away, one of the most prized assets of their team and the main ambassador 
of the Manchester United brand.  In an article in Times in June 2003, Peter Gantolfi, the head 
of sports marketing at Nationwide, said:” this is a not a straightforward agreement between 
two football clubs. We are talking about the move of a commercial colossus”.  
 
The press had heavily examined the subject. The general belief was that the transfer was 
made in order to enhance the marketability of Real Madrid and distinguish the Manchester 
United brand from Beckham’s marketing aura, instead that the transfer was the final chapter 
in the rift between Beckham and his manager Alex Ferguson. 
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Real Madrid is a Spanish side with massive following in Latin America. They are in the same 
standards as Manchester United. They are main difference was that real Madrid are not as big 
as Manchester United in the Far East Market. Beckham has a very strong fan base in Far East 
and he even went on a promotional trip there that earned him around £10 million. His transfer 
meant hat the club will get a better marketing appeal in the Far East market. So, analysts 
believed that, his transfer was mainly for financial gains. These beliefs were reinforced, when 
Real Madrid took  a promotional trip in Far East with Beckham in its squad, and it had huge 
commercial success.  
 
Peter Sharkley of the Sunday Times analyzes the parameters of the financial side of the game. 
” Some  years ago Real signed the French superstar Zinedine Zidane. Within a year they had 
sold 480000 club shirts with his name emblazoned on the back, making them £14.4 million. 
The club agreed to pay Zidane £5.4 million to acquire 90% of his image rights, but once cost 
of this contract and manufacturing expenses were taken into account, Real still made a net 
profit of £6.6 million” 
 
In the same article there is the estimate of the UK-based sports marketing firm Apex, that 
Beckham will top that with 70000 more shirts only in Asia, allowing Real making huge 
profits. Additionally, it has to be calculated the value-added to Real by signing Beckham in 
every financial aspect.  According to Sharkley:” this equates to 8.35 million for Real or £33.4 
million over a four year period. Do not forget that this figure excludes shirt sponsorship, the 
enhanced television value of Madrid games, and the additional leverage that Beckham’s 
signature would give Real when dealing with sponsors.” 
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In addition there were rumors that Beckham chose Real over Barcelona because they have the 
same sponsor, Adidas. That means that there could be a common marketing strategy in order 
to promote better the Adidas products that involve Real and Beckham.  
 
Taking under considerations Shank approach, that was examined before in this dissertation, 
that there 5ps in sports marketing, this is a case where the need for public relations is more 
than obvious, and it is a vital element of the marketing mix. Manchester United had to 
manipulate the way that they were selling one of there most prized assets in order not to 
dissatisfy there fans, and that demanded a very sensitive approach. A row between Beckham 
and his manager Alex Ferguson meant that a communicational opportunity had come for the 
transfer to take place. Manchester United would have a net profit, because Beckham did not 
cost them anything. Beckham would move to a club that he would approve and the fans 
would understand that this transfer was mainly because the rift between a player and his 
manager. 
 
4.2 The Borders Rugby Club 
The Scottish Borders rugby club is one of the three professional rugby clubs of Scotland. 
Rugby is one of the most popular sports in Scotland, accompanied with football and golf.   
 It is located in Galashiels, Scottish Borders. In the professional level, marketing is essential 
for the club’s survival. Despite the fact that the club is funded by the SRU(Scottish Rugby 
Union), the club relies on its marketing plan in order to get additional financial support and 
resources. 
The club is based in Galashiels, the most populated town of Scottish borders. It has an 
accomplished stadium, the Netherdale with a capacity of 7500. The Borders are participating 
in the Celtic league as well as in the Heineken cup, which includes European fixtures and has 
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a European Cup character. Some players of the club squad are members of the national 
Scottish rugby club and  also there are some international players. In addition, there is a high 
percentage of players that are Scottish Borders natives.  
In this case study the sports marketing strategy of the Borders is going to be examined and 
evaluated.  
 
4.2.1 Sponsors 
As the club is professional there is always a corporate character in its operations, because its 
executives have to ensure that the club remains healthy financially. The club has national and 
European fixtures, which is attractive to the club’s sponsors for the obvious reason that they 
had more exposure and they European fixture add more appeal. 
The special element of the club’s marketing plan is the focus on taking full advantage of the 
special bond between the club and the Scottish Borders community,  as well as increasing its 
appeal in Scotland. As Mr. Richard Woolam, the club’s marketing director remarks:” Our 
marketing plan is focused locally. It focuses on attracting mainly local businesses”  
 
This might justify the club’s official sponsor. The club’s main sponsor is The Scotsman, a 
national Scottish newspaper. The newspaper provides coverage for the club’s game and 
assists in promoting the club nationwide by having features on the team. By sponsoring the 
Borders, the newspaper attempts to increase its appeal in the Scottish Borders region, by 
helping the region’s most successful club and providing media coverage.  
 
Other official sponsors are KUKRI, a rugby-specialized company and Bio-synergy, which 
supply the club’s health equipment and supplements. The common characteristic of these two 
sponsors is the fact that they provide the club with necessary resources for its success. In 
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addition, they do not have a direct financial contribution to the club but with their provision 
of important resources, assist the club to reduce its operating expenses.  
Woolam believes that the sponsors are very important in keeping the club competitive and 
healthy financially. Although the club is funded from a very high profile authority, SRU, Mr 
Woolam argues that sponsors contribute as much as SRU in the club’s well-being. The 
resources that are provided by the sponsors help the team to be focused and competitive. For 
example, in today’s sport where competition is very intense, a firm like Bio-synergy that 
provides the club with the necessary health equipment and supplements in order to keep the 
players fit, means that has a substantial contribution to the club’s success. 
 
4.2.2 Marketing Strategy 
As it was mentioned above, the Border’s marketing plan is focused on attracting local 
businesses which through the Borders will be exposed. The club’s marketing plan offers 
several sponsor opportunities not only for businesses but also for loyal fans to assist or to get 
exposed through their local team, through their sponsorship or advertisment. This sponsorship 
and advertising versatility that the club has in offer is part of the flexible marketing plan that 
the club has adopted.  According to the club’s official sponsorship program “The Borders can 
offer your organisation a range of sponsorship and advertising packages, tailored to meet 
your needs. Each package offer its own exclusive benefits and opportunities, and is available 
for the entire season or on a match to match basis.” 
 
The club’s main interested is focused only on attracting sponsors but also drawing the fans 
towards to the team and in the Netherdale stadium. Mr. Woolam admitted that they stadium 
has not been ever sold out but their friendly ticket policy will lead there.  
 
 44 
Obviously, the marketing strategy aims to attract a range of organisations and businesses 
which might want to be advertised for different reasons through the Borders. The variety of 
advertisement and sponsorship offers is in that context. The club offers either competition 
sponsors as well as representative rugby sponsors. As it is shown in the next page the benefits 
have mostly a local character as well a national appeal in Scotland. These sponsorships offer 
the opportunity to a dynamic advertisement mainly on local level. The sponsorships are not 
directly lead to the professional team of Borders where sponsorship is of higher benefits and 
obligations, but they are linked to the other activities of the team.  
These sponsorships are part of the marketing framework that intents to take advantage of the 
club’s link with the Scottish Borders community. 
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The marketing scope that has been adopted is in the context of the event marketing,. The 
club’s functional facilities are set in offering a sponsorship and advertising opportunities in 
that context. In addition, corporate hospitality is part of that marketing scope too. The club 
has three official sponsorship and advertising offers on matchday, but  as the team 
sponsorship and advertising brochure indicates:“ if you require an element of sponsorship 
that is not listed, please ask and we will be glad to match your needs” 
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The above opportunities are relevant to matchday marketing activities that an organization 
can select in order to be promoted. The Borders also offer corporate hospitality during 
matchdays combined with sponsorship as well. This marketing activity is in the same context 
of fully exploiting the matchday in the best possible way. 
Sponsorship and 
advertising offers 
The Borders 
Magazine 
Advertising 
Stadium 
Advertising 
Player 
Sponsor 
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 The figure above illustrates the corporate hospitality opportunities that are in offer. 
In that case too, any interested organization has the option to choose from a variety of offers 
to. .The same spirit of versatility aims to meet the promotional and  advertising needs of 
different  size of organizations.  
 
Border’s marketing strategy is very similar to the event marketing approach that Manchester 
United has taken and follows the principles of event marketing,  Of course, the sizes are 
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vastly different and that is the reason that the practice of this marketing theory might differ(in 
Manchester United, they take a much more organized approach because of the club’s size) . 
As it was seen in the Beckham Vs Manchester United case study, Manchester United mainly 
source of income is matchday operations, with almost 40% of its total turnover due to these 
operations. 
This marketing approach assumes that the sport event ought to be the center of the marketing 
action. Most of the main advertising and sponsorship offers are in that framework. This is the 
approach that the Borders have too. The club’s main marketing function are based on the 
matchday( on a sport event), but there are other activities too. 
 
 
4.2.3 Merchandizing 
Merchandizing is all the products that have an official direct association (trademark logo) 
with the club and are sold to the fans. It is on offer either from the club’s official website or 
during the matchday or from selected shops. For example, the Borders have a sponsorship, 
which has the form of a close partnership, with the rugbystore.co.uk that offers to the fans 
Border’s merchandizing. The Border’s website offers the entire selection of the club’s 
merchandising too 
The team’s website is also very important to the club’s marketing strategy. It offers a very 
broad range of information for the club as well as merchandizing.  
 
 In conclusion, Mr Woolam, the club’s marketing director, expressed his happiness with the 
club’s marketing plan and strategy and his belief that the club can achieve even better in 
attracting sponsors. He believes that the Scottish Borders region is the main provider of 
advertisers, but this is natural as the team represents that region in the professional rugby 
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circuit. The club is very dependent on its marketing operation in terms that it has a vital 
contribution to the team welfare. Its marketing operation includes sponsorship and advertising 
opportunities, corporate hospitality, merchandizing and a friendly ticket policy. 
The club’s strong links with the local community seem to be the key factor of their marketing 
strategy.  
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4.3 Diagoras FC 
Diagoras FC is a semi-professional football club, which participates in the Chalkidiki 
Conference League. By having a semi-professional status, it means that the club’s welfare is 
almost entirely dependent on the resources that are being available by its sponsors. The team 
is located in the municipality of Nea Plagia, and it uses the municipality’s facilities for its 
needs. That means that there is a close relationship and cooperation between the club and the 
local authority in order to built a successful team.  
 
4.3.1 Marketing Strategy 
The team has a board of directors that there responsibilities include the marketing strategy of 
the team as well as other administrative issues.. This marketing strategy concentrates on  
making sure that the team will not be on the red at the end of each season. This strategy’s 
primary target is to provide the team with the necessary resources for its survival.   
Mr. George Parousis, the club’s president remarks that “our main intention is to make sure 
that every year the club is in position to be able to participate in the Conference league. By a 
firm being sponsor of our team, it means that they have a very important contribution to 
that.”  
 
This remark epitomizes the marketing spirit that the club has. But how this marketing spirit is 
taken in action? The club offers two basic types of sponsorship: 
 
· Stadium advertising 
· Shirt sponsorship 
 
 51 
Stadium advertising means that the club offer a certain limit of advertising space in the club’s 
stadium. This advertisement activity attempt to connect the local enterprises with the local 
fans. It is in the similar marketing context, the Borders rugby club has.  
The shirt advertisement sponsor is in a way the official sponsor of the team. The sponsor has 
the obligation to provide the team with the necessary clothing material. It is a contribution 
that has a significant impact on the team, for a simple reason that it offers the team the 
necessary clothing resources.  
 
Diagoras FC use its matchday in order to reinforce its capital resources. On the matchdays, 
there is a canteen and a bar service, and the net profits of these operations end up to the club’s 
benefit. The club also uses an additional and alternative method that contributes to its 
funding. There are three gala nights that contribute in generating money for the club’s needs. 
These gala nights are in the festive periods of Christmas, Easter and Halloween. As Mr 
Parousis remarks “these gala nights offer the opportunity to our fans, to combine a night out 
with the club’s welfare. They have been very successful and have a big impact in our cash 
reserves.”  
 
4.4 Veria FC 
Veria FC is a professional team that participates in Greek Football League. It was established 
in 1960. It is the local team of Veria city, which is located in Central Macedonia and its 
population is around 50000 people. The club has its own stadium with capacity of 7000 seats 
and its own training facilities. That means that it has a certain amount of income from match 
tickets.  
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4.4.1 Marketing Strategy 
As we mentioned earlier, the club is professional with a respectable amount of supporters. 
The supporters are usually local people, but they also come from other places located in 
Imathia Prefecture. The president of the club is Mr Arvanitidis, who is a famous well 
respected businessman and owner of super markets chain.As Mr Eleftheropoulos, the football 
manager stated “we have two targets to accomplish at the same time at the end of the season. 
The first is to be financially secure in order to survive the following season. Our second goal 
is to play attractive football in order to keep our fans coming to the stadium.”  
 
It is also obvious that Veria can attract many sponsors in contrast with Diagoras FC which is 
semi-professional team. The club has shirt sponsors and it also generates income from 
stadium advertising. Many local companies are willing to invest money in advertising. 
Additionally, the club maintains an official website, which has hundreds of visitors in a daily 
basis in order to get up to date information for their favorite team. Their website has attracted 
so far 770.000 visitors approximately and global companies are advertised such as Vodafone 
and Amstel.  
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Chapter 5: Findings  and Discussion 
Several interesting observations have emerged from the examination of the way that sports 
marketing operates. Firstly, the fact that sports marketing has two dimensions. The marketing 
of sports and the use of sport as a marketing tool. The first one is relevant to the way that a 
sport or sports action in general, is marketed. On the other hand, the latter is relevant to the 
way that a sport event is used in marketing practice. These two dimensions set the theoretical 
framework of sports marketing and in some manner they are very dependable. The marketing 
of sport is about all the marketing practice that makes someone interested in attending the 
sport event. Using sport as a marketing tool is about applying marketing practice through the 
sport event. 
 
Another interesting observation is on the context of sports marketing mix. Graham and 
Shank, adopt the theory that there are 5Ps in sports marketing instead of the traditional four. 
Shank believes that there are the traditional 4Ps as well as public relations, taking under 
consideration the role of media in sports. Graham believes that the marketing mix in sports 
marketing should be in the context of event marketing and for this reason the marketing mix 
consists of: participation, probing, prospecting, promotion, product and brand experience. 
 
The interesting feature in these two theories is that they are both applicable but in different 
dimensions of sports marketing. The theory that the sports marketing mix is in the context of 
the event marketing one, obviously applies in the case that sports marketing employs sport as 
a marketing tool. In this dimension, the sport event is the centre in which the marketing action 
is concentrated. In this case, sports marketing uses all the possible characteristics of the sport 
event for marketing reasons. As the case studies illustrated, different-sized sport clubs 
concentrated their marketing practice on the matchday, the day that the sport event takes 
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place. This is simple to be explained. On the matchday, it is the time point that the sport 
action occurs, it is the time point that the sport fans were waiting for, and its dynamics were 
defined before in this dissertation.  
 
 All club’s have common characteristics during the time that the sport event takes place. They 
offer sponsorship as well as advertising opportunities, mainly because there are attended by 
their fans. On the contrary, when sports marketing is relevant to the marketing of sport or a 
sport person, then the traditional marketing mix occurs with the addition of public relations. 
The marketing of sport is all about attending the sport event or make someone interested to 
attend the sport event. Media can be a very strong factor in achieving that. As it was 
illustrated in the Beckham Vs Manchester United case study, public relation is a very 
important factor in this sports marketing dimension. Manchester United had to be very careful 
in the way that they were off-loading one of their best players.  
 
A useful approach at this stage could be the comparison Beckham with Maradona.  Beckham 
was the appropriate example of how an athlete could develop his image and increase his 
market value in contrast with Diego Maradona. Maradona is an Argentinian former football 
player and is considered to be one of the most controversial personalities and one of the best 
football players ever. He was suspended from football for one year, because of drugs. The 
media loved to deal with him especially for his drug troubles. He is considered to be a myth, 
but he never took advantage of his popularity like Beckham. Finally,he turn out to face 
financial problems. 
 
An additional finding is related to the size of the sport club and in extent to that, to the size of 
the sport event. The size of the club is a key determinant of defining the size of the sport 
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event. For example, a Manchester United’s game is substantially bigger than a Borders game. 
Both these games are sport event but they differ in terms of turnover, attendance, marketing 
and business activity. 
 
On the other hand, size does not influence the strategic marketing approach that a club will 
have, especially during the sport event. As it was presented in the case studies, all the clubs 
had concentrated their most marketing activities on the matchday, the day that the sport event 
takes place. This results from the fact, that on match days there is a direct connection between 
the club and the supporters which creates a excellent marketing environment. Sports 
marketing is very important in the way that sport events are held today. 
 
In addition to this, we observe that the objectives in Diagoras and Veria case studies are more 
or less the same. Their primary target is to find the necessary resources in order to be 
financially secure. Another common of these two cases is that they focus on advertising and 
attracting sponsors. It is very impressive the fact that a semi-professional football club acts 
strategically. On the other hand, taking into account the different sizes of the clubs and the 
population, there are a lot of differences in the ways that apply marketing activities. Veria FC 
owns a big stadium, training facilities and attracts sponsors from its wbsite, which means 
greater income. 
 
We conducted group interviews in Thessaloniki with two groups consisting of six people 
each. In the first group the participants were two players and one assistant coach of each 
team. When the participants were asked if they focus on entertaining fans or they are result 
oriented, the answers were different. “I like a lot when the fans glorify me” (Veria FC 
player). The most players almost shared the same opinion except from one who claimed: “I 
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focus on result, because if my team promotes in a higher division, I can make a transfer with 
higher salary” (Diagoras FC player). On the other hand the coaches were absolute. “If I don’t 
get satisfactory results, then I will be unemployed” stated Veria’s coach. 
When the participants were asked if they desire to become social motives or idols and if they 
enjoy the publicity game, one answer was “I like fast cars, celebrities and I want to be like 
Cristiano Ronaldo”. (Diagoras FC player). Many participants shared this opinion as well. In 
other words, they perceive football as a means to rise in the world.  
 
The second group was consisted of three supporters of each team in order to assess how they 
perceive football. The participants were asked if they prefer their team to win regardless the 
quality and the view of football that produces. An interesting and also common answer was 
that: “Of course I am happy when my team wins, but football is like cinema for me. I am 
going to follow a nice game. “ I go every Sunday to entertain myself and forget problems” 
(Male 25). People especially in lower divisions perceive football as pleasure. In the question 
what are the participants’ opinion about football players as personalities, a prototype 
approach was:  “I don’t know them, but I consider some of them as myths” (Male 40). He 
claimed that famous players such as Ronaldo, Messi, or Maradona as mythic persons. This 
happens because of the image that Media or clubs built consciously about these players. 
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Chapter 6: Limitations & Conclusion 
 
6.1. Introduction 
The primary target of this dissertation was to examine the operational structure of sports 
marketing. However, while efforts have been made to achieve this, there are some limitations 
in the adopted methodology and areas of investigation that are not fully examined in this 
dissertation.  
First of all, the extended role of “corruption” and politics in sports marketing and sports 
industry today. In the case of some sport events, huge turnovers as well as  intense marketing 
activity takes place, for instance the Olympics, the World Cup and so on. In these sport 
events, the role of big corporations is very important , especially in the financial aspect of the 
games(sponsorship).  Sports marketing is the practice that enables these corporations to 
interact with anything that has to do with that events, from the place that are held to the way 
that are going to be held. Politics are very involved in that aspect of sports marketing as well. 
The choosing procedure of the host city of the Olympics is always a matter of national 
interest for every country in the procedure. 
Another aspect of sport marketing that has not been examined is ambush marketing. 
Schlossberg,1996, defines ambush marketing as: ” is that which gives the appearance of an 
official association with an event when no such contracted or official association exists.” It is 
the case where some firms exploit the dynamics of a certain event and take advantage that 
another firm is the official sponsor.  It is a certain aspect that firms use in the marketing plan 
when they can not get official sponsorship.  
An additional area of sports marketing that has not been explored in this dissertations, is the 
area of the ethical issues of sports marketing. For example, the fact that some sport 
manufactures, who at the same time have immense sponsorship programms, use in the 
 58 
production facilities underage labour in order to decrease costs is a certain area of concern for 
sports marketing. In the same context, there is the sponsorship by tobacco and drinks 
companies of sport events, especially when these sport events attract young children. 
 
 
6.2.1. Limitations on methods 
As we mentioned earlier, the research methods used were in-depth interviews and group 
interviews. A two hours in-depth interview took place with Mr Woolam in Edinburgh in 
order to analyze the Border’s marketing plan. We received valuable information, however 
this research method was expensive and time consuming. 
Observational research was used in order to assess Beckham’s case study. In some cases, 
some things simply cannot be observed, such as feelings,, attitudes and motives, or private 
behaviour.  
Group interviews were applied on Diagoras and Veria case studies. A major drawback of this 
method was the relatively small sample that attended. Therefore, it is not very safe to 
generalize the results to the wider population. Moreover, some participants are reluctant to 
tell the truth in front of people.  
 
 
6.2.2. Limitations on findings. 
Sport clubs are organizations that apply the same marketing plan more or less. This is the 
reason why we attempted to compare a rugby club with football clubs. On the other hand, a 
limitation could be the different nature between these sports, which it could affect the 
validity of results. In addition to this, the different cultures and the different perceptions 
about sports that people from the two countries have is another limitation. Moreover, in the 
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cases of Diagoras FC and Veria FC, the beliefs of the supporters were affected by the fact of 
locality. The clubs also are in lower division a league, which means that the players do not 
feel the pressure of championship and they are not so exposed to publicity. Hence, maybe 
their attitudes change in case of a sudden development of their career. 
 
 
6.3 Conclusion 
This dissertation was focused on the operational structure of sports marketing. It was focused 
on the theoretical framework that enables sports marketing practice and how this framework 
is determined. The effect of sports marketing in sports is multiple and variable. Sports 
marketing is an indispensable part of the current conditions of the sports industry, has a huge 
effect on the size of the industry. It has a huge impact on the turnovers, transfer fees, ticket 
prices and advertisement revenues for the simple reason that all these are determined by how 
marketable a sport event is.  Sports marketing can be very influential in determining this 
marketability, it is its basic principle as well as the main reason that it such an essential part 
of the sports industry today.  
A sport event offers an excellent environment for marketing activities to take place. It offers a 
direct and indirect association between the marketer and the consumer. Furthermore, this 
environment is very versatile in terms of marketing opportunities. It offers a variety of 
advertisement and sponsorship opportunities to be exploited either directly or indirectly. 
Sports marketing is the catalyst in building these marketing opportunities.  
On the other hand, sports marketing is vital for the sport clubs too. It can offer significant 
resources to the clubs or the athletes and participate substantially in their sufficiency, value 
and excellence. It seems that it is one of the main components of the function that determines 
a club’s or an athlete’s or success.   
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Finally, sports marketing is an indispensable element of the sport industry nowadays and the 
way that sporting activity occurs. It is the connection between the sport event and the 
economic and financial side of sports.  Sports marketing offers to sports the all the necessary 
conditions that can create a sustainable development.. 
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APPENDIX 
Olympic Partners 
 
 
 
 
 
Non-alcoholic Beverages: Coca-Cola 
Coca-Cola is the Olympic Movement's longest-standing continuous Partner. Coca-Cola's 
association with the Olympic Games began in 1928 and has included every Olympic 
Games since then. 
 
Information Technology: Atos Origin 
In 2001, with the 2002 Olympic Winter Games in Salt Lake City, SchlumbergerSema 
began an 8-year contract with the International Olympic Committee. In 2004, Atos 
Origin acquired its IT business activities. Atos Origin Sponsorship is among the largest 
sports IT-related contract in the world and was the Worldwide IT Partner of the 
ATHENS 2004 Olympic Games, the 2006 Games in Turin and the 2008 Games in 
Beijing. 
 
 
Life Insurance/Annuities: John Hancock 
John Hancock Mutual Life Insurance Company became a Partner in 1994 and its 
Olympic involvement focuses on athlete and grass roots community support. John 
Hancock offers a broad range of financial products and services worldwide. 
 
 
Film/ Photographics and Imaging: KODAK 
The Official Bulletin for the first Μodern Olympic Games in Athens, in 1896, contained 
an Eastman Kodak Company advertisement. Today, Kodak meets all still-imaging 
needs of the Olympic Movement. 
 
 
Retail Food Services: McDonald's 
McDonald's became a Partner in 1996. McDonald's connects the public with the Olympic 
Games by creating Olympic-related promotions and highly recognized advertising 
campaigns. 
 
 
 
 
 
Audio/TV/Video Equipment: Panasonic (Matsushita Electrical Industrial Co.) 
Under the Panasonic label, Matsushita Electrical Industrial Co. supplies the Olympic 
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Games with state-of-the-art TV, audio and video technology equipment. Matsushita 
began its Olympic Games involvement in 1984 as the supplier of the professional sound 
system for the main stadium for the Los Angeles Games. In 1987, Matsushita became a 
charter member of the TOP Programme. 
 
 
Wireless Communication Equipment: Samsung 
Samsung Electronics Co. became a Worldwide Partner in 1997 as the wireless 
communications equipment provider for the Olympic Movement. This equipment is 
essential for the smooth running of the Olympic Games. 
 
 
 
Periodicals/ Newspapers / Magazines: Sports Illustrated/Time Inc. 
Sports Illustrated/Time Inc. is the Official Worldwide Publishing Partner since 1980. 
These world-renowned and highly respected magazines produce several special 
sections, which support the athletes' achievements and promote the Olympic Games. 
 
 
Timing, Scoring systems and Services Category: SWATCH                  
SWATCH is one of the sixteen brands of the Swatch Group. Since the 1932 Olympic 
Games in Los Angeles, with only three exceptions, the timing services have been 
provided by one of the companies of the Swatch Group. 
 
 
Consumer Payment Services: Visa 
Visa International is the Official Consumer Payment Services Partner of the Olympic 
Movement since 1986. Visa organises several cultural and educational programmes 
that focus on the Olympic Games and blend sport with culture and education. 
 
 
Document Publishing, Processing and Supplies: Xerox 
The Xerox Corporation became a Partner in 1964. Xerox provides state-of-the-art 
document copying, processing, facsimile, publishing, and laser printing equipment for 
the Olympic Movement. 
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